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ABSTRACT 



Uhiverslty of Pittstxirc^ 
School of Bducaticn 
Maiteting Bdtucaticxi Program 
4K57 Foctes Quadrangle 
RLttsbur^, 19^ 15260 

Marteting Education Ocnputar Curriculum 
Ooritract NuDober 85-8060 
July 1, 1^7 - June 30, 1988 
$30,034.00 

Hie purpose of the Marketing Education Coaopputer Curriculum Project was 
to develc^ ccirputer software based i^n Interstate Distributive Education 
Curriculum Consortiuni (IDEOC) competency-based materials in order to produce 
a new curriculum management system for Pennsylvania secondary Marketing 
Education Programs. 

Teachers from elementary to post-secondary levels are equipping the:r 
students in the technological revolution (Donhardt, 1984) by integrating 
coaraputers with curriculum. This is especially inportant in vocational 
education where occipations demand the use of conputers. Marketing 
education, the segment of vocational education that prepares students for 
careers in retail, sales, and service industries (IbEOC, 1987), is on the 
threshold of develc^ing ccsipetency-based ccmputer curriculum systems 
utilizing the Interstate Distributive Education Curriculum Consortium 
(IDEOC) . 

The Marketing Education Association of Pennsylvania, at its annual 
meeting in 1987, stated that Pennsylvania secondary marketing teachers' 
efforts to utilize coitputers are resisted by ineffective software programs, 
in addition to a lack of time and e>5)ertise. Also, Marketing educaticxi 



research has indicated (Stone, 1985) that secondary marketing teachers have 
expressed the need for assistance in developing curriculum and managing 
programs with the si^pport of coiputers. Therefore, in response to this unmet 
need, the University of Pittsburgh developed user-friendly computer-based 
instruction, student and classroon\/program management data bases. 



% 



3 

OBJECTEVBS PLANNED AND AOIIEVED 

Ihe first ctojective of the project was to organize an advisory cciwaittee 
consisting of Pennsylvania secondary marketing teachers, business pec^le, and 
coaoDputer consultants. ihe following individuals served on the advisory 
ocaranittee: Mr. Anthony Alviani, New Brighton Hi^ School; Mr. Harry 
LeWinter, McKeesport Area Vocational Technical School (AVTS) ; Mr. Irvin 
Tantlinger, Eastern Westncreland AVTS; Mr. Joseph WatJcowski, Norwin Senior 
Hi^ School; Mrs. Terry Dc^dos, Sears, Roebuck and Company; MS. Yvonne 
Williams, Kaufrnann's IDepartment Store, Pittsburg; and Dr. John Schell, Mr. 
Carl Hdburg and Mr. Joseph Schc^pen, University of Pittsburg. 

Ihe second objective of the project was to construct and establish 
content validity of an evcduation instrument/survey designed to assess the 
ocKjxiter curriculum needs of Pennsylvania secondary marketing education 
teaohers. A draft cc^ of a survey waii constructed at the IMiversity of 
Pittsburg by Dr. Frank Palmieri, Dr. John W. Schell, aid Mr. Lee Miles and 
mailed to the advisory coranittee to review prior to meeting as a groip. A 
final draft of the survey was validated and approved by the advisory 
cGSMittee. 

The third dDjective of the project was to mail surveys to the 
Pennsylvania secondary marketing education teachers listed in the most recent 
(1986) Pennsylvania Marketing Education Association Directory. Ihe surveys 
were mailed with a postage-paid envelc^ in vdiich to letum the survey, and a 
listing of IDECC ccirpetencies with Learning Activity Packets (LAPS) number 
referenced with the Pennsylvania Scope of Instruction for Marketing and 
Distributive Education as an incentive to coanoplete and return the survey. 
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Ihe fotjrth objective was to tabulate the results of the survey. The 
data received was entered in a conputer for tabulation with variables 
considered for data analysis. Ihe data supports the need for a marketing 
education computer curriculum management software program vrtiich was the 
outcome of this project. 

The fifth dDjective of the project was to develc^ a ccnputer assisted 
classroosoi/program management s^'stem in response to the survey data responded 
by the Pennsylvania s«»ndary marketing teachers. Ihis coooputer program has 
been developed in portfolio and disc form utilizing a menu-driven system 
consisting of student and ccsnopetency data bases. A si:5^)lemented disc of 
IDEOC ccffnpetencies will be available in November, 1988. Workshops will be 
conducted on the use of the system. 



FINANCIAL SUMMARY 



Project Title: 
Lbsngth of Projects 



Sfazketing Educaticxi Ocvpnter Currioulum 
July 1, 1987 - June 30, 1988 



Salaries 

Graduate Assistant (to be named) 2 Term 
Faculty Release (2 x $1,500) 
Faculty Overload 



Budget 
$5,200 
3,000 
- 0 - 



Actual 
$6,500 
- 0 - 
3,258 



Non-instructional Sedeuries/Benefits 

Professionad emd Secretarial Staff 

Secretary ($11,000 x 25%) 
Fringe Benefits for Faculty and Secretary 
Tuition Remission for Graduate /distant (32%) 



2,750 
1,495 
1,664 



2,750 
1,495 
2,106 



Other 

Consultant and/or Release 

Persons (to be named) (10 xx 8 days x 100) 

Instructional Materials and Sillies 

IDEOC Materials not already on hand 
Ocnputer Software Sillies 

Office Supplies and Matericils 

Telephone 

Mailing 

Printing 

Travel (10,000 miles x .21 pei; mile 



Restricted Indirect Post 
Indirect Cost @ 8% 



8,000 6,000 



250 
1,500 
250 
200 
200 
1»200 
2,100 



250 
1^500 
850 
100 
300 
600 
2,100 



STJE TOTAL $27,809 $27,809 



2,225 2,225 



GRAND TOOMi $30,034 $30,034 
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IKMBCT AFmWIVMEIHCCOIOGY 

Sco pe of Work 

Ihe project begem with the selection of an advisory committee consisting 
of secondary marketing teachers, business pec¥>?.e, and caqputer consultants 
(jee i^^jendix 1 rxnd 2) . Its functions were to assist in the development of a 
survey (see Af^jendix 3 and 4) and to provide advice regarding the direction 
of the study. Ihis committee met throu^ the study. 

A survey was develc^^ed and mail ed with a postage-paid return envelope to 
all Pennsylvania secondary rocirketing education teachers in order to determine 
tlie inportance of integrating ccnputers in marketing education programs. 
Based upon the results of the survey, a coirputer assisted classroom 
managetrent program was developed vAiich incorporated requiremesnts for Chanters 
Five and Six of the Pennsylvania Board of Education regulations. 

This software, named EENNMEOCS (Pennsylvania Marketing Education 
Catpiter CXirriculm System) was field tested in the marketing program at 
McKeesport Area VocationaJ. Technical School (AVTS) and demonstrated and 
distributed at the 1988 Pennsylvania Marketing Education Association of 
Pennsylvania meeting. 

Definition of Terms 

Secondary Meirketing Educatlcti: Program of study, within a Pennsylvania 
caiprehensive hi<^ school or area vocational technical school (AVTS), 
designed to prepare students for careers in retailing, sales, and service 
occupations (IDECC, 1987) . 

RiiloGcphy: Belief in meaningful and purposeful instructional methods 
exenplified throuc^ti practical application in the classrcan. 

ERIC 1 0 
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Degree of Usefulness: Nunverical ranking, on a scale from one (low) to five 
(hi^), to determine if tliere are any benefits in losing oorputers for 
competency-based curriculum develcptvent. 

Oonpiiter: Electronic device consisting of a ke^ixard, monitor, disc drive, 
and printer that can store, retrieve, and process data. 

Curriculum Develc^jment: Continuous updating of competency-based 
instructional material designed witn the assistance of advisory committees in 
order to prepare students for eirployment. 

OcmpebEaxy-Based CUrriculisai: Instruction designed to equip students with 
skills required for entry level enployment or advanced study at post- 
secondary technical schools, colleges, or universities (Finch & Crurdcllton, 
1984) . 

Classrocn^Pcogram Ifemagenent: Continuous monitoring of instructional goals 
and placement of students at work stations carpatible with their career 
objectives. 

Individual Responsibilities 

Ihe secondary marketing teachers serving on the advisory ccmmittee 
(Appendix 1) were instrumental in assisting with the development of the 
marketing content and classroonv/programs management items of the survey. Due 
to his extraordinary level of ejqjertise with conputers, Mr. Harry LeWinter of 
McKieesport AVTS was selected by the conimittee to field test the software. 

Representatives of business serving on the advisory ccmmittee (^^ppendix 
1) provided advice regarding the integration of initial ccirpetencies. 
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necessary for students to master in order to c±>tain gainful employment, 
within a corputer assisted classrooiVprogram management system. 

Ihe corputer consultants were responsible for writing a program for the 
finished product in addition to the writing of the manual. 

Dr. Frank PsOmieri, Project Director, and Mr. Lee Miles, Project 
Coordinator, were responsible for the develcprvent of the surv^, execution of 
the research and tabulation of the results. Additionally, Mr. Lee Miles 
visited the teachers serving on the advisory committee, at their schools, in 
order to ctoserve and discuss their use of software and field tested the 
oonpleted programs at McKeesport AVTS. 

Materials Rgviewed and Previous Work Performed 

Marketing education, a program that prepares secondary stiidents for 
entry level sales and service oocipations in business and industry, is 
responsible for meeting enployment needs of students and enployers. Ihe use 
of ccatputers is necessary to remain ccitpetitive in the work force. SecoiX).u/ 
marketing programs, therefore, must provide practicsd conputer skills 
(Russell, 1982) without duplicating computer training courses in other 
established prcgrams. Recognizing the need to integrate computers in 
secondary marketing education curriculum, vocational education researchers 
cuid teacher educators have conducted reseeuxh studies and written reports 
based on first hand ctoservations of current programs concerning the 
developtient cind irtprovement of marketing education ocaiputer curriculum. 

Searle (1986) conducted a nation-wide study to determine the hardware, 
software, and teacher in-service needs of a secondary marketing education 
program. A survey was develq^ed and sent to 42 states with secondary 
marketing education state advisors. Ihese advisors were asked to randomly 

o 12 
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select 10 secondary marketing teachers to respond to the survey. Itiis 
procedure yielded a total of 420 participants, however, oily 225 (54 percent) 
usable returns were evaluated and tabulated. The survey collected data in 
six categories: hardware, instructional software, c^)erations software, 
teacher experience, in-service needs, and corputer availability. The most 
used conpiters were J^le, lEM PC, and the Tandy TE^ 80 with the if^le II 
being used in over half of the schools surveyed. 

Instructiaial software included programs develc^jed for sales, econcmics, 
entrepreneurship, management, and general principles of marketing with small 
groups as the most preferred method of instruction. Operations software 
consisted of programs that assist the teacher with program management, 
development of test banks, and grading. 

Ihe average teacher y«ad 9.8 years of classroom e}^)erienoe with 60 
percent reporting that they needed to learn how to cperate corputers; this, 
in addition to software selection was indicated cis the most iitportant in- 
service need. All of the teadtiers had access to corputers, 75 perx^nt had 
the hardware in their classes v'-vile the remaining 25 percent scheduled 
cotputer time with other departments in their schools. 

Ihe conclusion of the study is that secondary marketing teachers are 
attenpting to integrate ocmputers in the curriculum, however, they needed 
assistance with learning how to cperate coitpiters and selecting software. In 
order to acccjtplish this, Searle reccaranends that state departmrants of 
education and university teacher education programs prepcire teachers more 
effectively. In addition, local school districts should provide the 
necessary equipment and facilities. 
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DjBois and Schubert (1986) conducted a stucty vAiidhi revealed that 
inequality exists in ocgrputer access for different students within local 
school districts. Ihe inequality is caused by local econonic conditions and 
actions of adninistrators. 

Poorer school districts have one oowputer for an average of 73 students 
v*iile the wealthier school districts have an average of 54 students sharing a 
con^Duter. The result for students in economically disadvantaged schools is 
that they receive fewer hours of instruction and miss c^^rtunities for 
developing advanced programming skills. 

Integrating ccmputers in marketing and other vocational education 
programs will si^plement vdiatever ccaiputer assisted instruction is provided 
in these students' academic courses. 

Administrators often establish policies regarding ccnpiter usage vAiich 
may treat disadvantaged students unfairly. Some students are not permitted 
to operate ocaiputers unless a minimum ccaipetency level is achieved. These 
students would benefit from remedial computer assisted instruction and the 
ccxnputer would function as a motivational tool. Also, students with behavior 
problems were not permitted to qperate ocjnputers as punishment. Mary of 
these students were found to have motivational prcA)lems v*iich could have been 
resolved by making learning more interesting. 

Carputers were discovered to be inafpropriately placed in classrooms 
with teachers v*io have no ccarputer skills and the schools did not provide in- 
service training programs on their cperation. Some teachers were reluctant 
to integrate computers with the curriculum while others refused stating that 
their contracts did not require them to do so. 
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DuBois and Schubert reccsnmend that administration must reevaluate 
programs and teachers' corputer literacy skills in order to place this 
hardware in the most effective environment and provide training for teachers 
in oarpiter operation. Teachers should monitor studenv, caoopetency levels and 
learning styles, and provide, if possible, individual instruction for those 
with learning and behavior problems. 

Administrators and teachers are aware of the need to integrate conputers 
with curriculum; however, scane teachers are utilizing them as baby sitters in 
vAiich the students play video games (Young, 1987) because of the teachers' 
lack of <^)erating skills. The need for in-service carputer classes for 
teachers is once again indicated. Nevertheless, a corputer-based curriculum 
must ultimately provide for the needs of the students and aoconplish three 
goals: first, the curriculum must have specific educational objectives; 
second, it must prove v*iat the students will learn by interacting with 
coiputers; and third, include standazxis by vAiich a computer-base curriculum 
can be measured (Dorihardt, 1984) so that future needs assessments may be 
achieved. 

Ccsofputer-based curriculum in marketing education helps the student meet 
^)ecific educational objectives by teaching content with coirpater assisted 
instruction while developing corputer skills necessary to cADtain enplcyment 
upon graduation. Enployers want to hire workers with these skills rather 
than spend valuable time and money (Heath, 1988) to train their recruits. 
Instructional software programs have been developed to simulate conditions 
requiring such skills in the business environment. In marketing education, 
the ooitputer-based curriculum may be measured by the competency level 
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achieved in these software programs and by the nuirber of students placed on 
jdDS after graduation. 

Stone (1984) , recognizing the need to inprove marketing education 
curriculum, developed a 134 item survey designed to identify the curriculum 
areas most needing inprovement. Ihe survey was developed by e5q)erts from 
secondary marketing education and business and industry, and adiainistered at 
the 1984 National Marketing Education Curriculum Conference in Atlanta, 
Georgia. 

The participants were asked to respond to each item using a five point 
Likert-type agreement scale, (1 = strongly disagree, 5 = strongly agree) . 
Items were considered to be in need of improvement if they achieved a mean 
score of 3.5. The total number of participants was 261 with the secondary 
marketing teachers representing the largest groip (39 percent) to respond. 
Hie following items needing inprovement are listed with their respective mean 
scores: integrating conputers in the curriculum, 4.5; coaiputers are required 
for jobs, 4.3; software needs to be developed, 4.2; curriculum must be 
research oriented, 4.5; administrative support is needed, 4.2; periodic 
program eveduation is necessary, 4.5. The results indicate that each of the 
items exceed the miniinum established mean score of 3.5 for needing 
inprovement. 

Mahan (1982) surveyed 202 secondary marketing teachers in Pennsylvania 
regarding the effectiveness of IDEOC Learning Activity Packets (LAPS) . Ten 
instructional uses of the LAPS were identified by the teachers and 
integrating conputers with this curriculum tool was listed as number seven by 
29 of the 161 teachers v*io responded to the survey. Uiis was significant. 
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according to Mahan, because education was just beginning to include the use 
of conputers in the classroom. 

Heath (1982) reported to marketing teacher educators at the American 
Vocational Conference in St. Louis, Missouri that the most iirportant uses of 
caooputers in secondary marketing programs include ccjipater assisted 
instruction, ooci^ticml tools to help students obtain eirployment, and 
management of marketing education programs. Ihia information, based i^n 
data obtained from the National Center for Educational Statistics (1980), 
sujports the develc^xnent of coirputer curriculum systems for secondary 
marketing education. 

Description of the Ingtruiaent 

The two-page, three-part, self-report census survey exerrplifies 
descriptive researdi in vdiich data was collected from every member of the 
sairple. 

Part I, Democnrat^icS f was designed to provide background information 
concerning the teachers' age, sex, educational level, and years of teaching 
ejqjerience; location and type of school; program length; and use of the IDECC 
curriculum as core or secondary marketing education curriculum development 
and classrxxaVprogram management. Ihe items are ccaiponents of a successful 
program discussed in the Handbook for Teaching Marketing and Distributive 
Education (Pennsylvania Department of Education, 1980) , and requirements 
outlined in Pennsylvania Department of Education, Chapter 6 guidelines, 
necessary for vocational education funding and program reajprovcil. 

Part II consists of ei^t questions with a rating scale ranging from one 
(low) to five (high) . The participants responded by circling the number 
vMch most accurately described their eissessment of the question. 
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Part III, cmxiter Usage in Marketing Education collected data 
regarding the type of coitputer hardware and software curr-ently being used, as 
well as their instructional aKJlication. Part III consists of five questions 
in which the participants were requested to write the make, model, and 
quantity of corrputer hardware they have in their classrocans; write the number 
of hours the ccaooputer is used for classrocm instruction and classroaVprogram 
management, emd how many hours the ccsrputer is used for individual, small 
grotp, or large groi^ instruction. Additionally, the partici.pants were 
requested to list and evaluate software, using a scale ranging from one (low) 
to five (hi<^) , concerning it«= "user friendliness" (degree of difficulty in 
operating) in the secondary marketing education classroom. 
Advisory Ocgnmittee Meetings 

Ihrouc^out the study the Advisory CGmmittee met on a regular basis in 
order to inf>ure that the project was on task. They met January 16, 1988, 
February 27, 1988, ^ril 9, 1988 and May 21, 1988. Agendas of these meetings 
are provided ,in i^pendix 8. 
Validation Efforts 

Ihe content veil idat ion of the survey was ccsoopleted by an advisory 
ccinmittee consisting of marketing education experts representing secondary 
marketing education teachers frcm ccaiprehensive hi^ schools and eirea 
vocational technical schools (AVTS), and retail business executives. In 
addition, ccarputer experts were consulted to verify the technical application 
of ccmputer-related questions. 

All committee members were mailed a draft of the survey and were 
requested to approve it as written or make recommendations for improvement. 
They were instructed, via the telephone prior to receiving the surveys, to 
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review eadi item for practical application in marketing education and 
industry in accordance with the context of the problem. In addition, the 
ccurputer e}<perts were requested to review the structure and measurability of 
each item for programing feasibility. Each committee member was provided 
with a postage-paid envelc^ in v*iich to return the draft witli their 
recommendations. Ihe committee then met as a grocig to develc^ the final 
draft of the survey. 

Item validity, measurement representation of marketing education 
content, and sairpling validity, representing critical components of program 
content, was achieved by the teachers serving on the advisory canmittee, 
utilizing the "Hi^ School Standards" in marketing education (Marketing 
Education Resource Center, 1987) . 

The teadhers catpared each item, and modified as necessary, with the 
"Hi^ School Standards" to insure that the content and critical catponents 
conformed to tlie standards in secondary marketing education. 

Reliability, consistency of measure, 'was determined by randomly 
selecting 10 percent (13) of the pcpu],ation (Bartz, 1981) to ccaooplete the 
survey a second time (Afpendix 6) . These participants were selected using a 
random table of numbers (Bartz) and were not sent the second survey until 
after their first one was receiveci in order to prevent cc^ying the data. 
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mxjEcr saasm 

Purpose/Intent 

Itie purpose of the Marketing Education Ccanputer Curriculum Project was 
to develop catputer software based \xpon Interstate Distributive Educaticai 
Curriculum Consortium (IDEOC) ccmopetency-bcised materials in order to produce 
a new curriculum management system for Pennsylvania Secondary Marketing 
Education Programs. 

T.lmitatinna 

First, the data gathering phase of this project, initial response, via 
the survey, from the Pennsylvania secondary mrketing teachers was poor 
(Appendix 17) . An additional mailing of 80 surveys yielded an acceptable 70 
percent rate of returns. Secondly, althou^ a software program including 
student, cotpetency, and record-keeping data bases was devel(ped, it was 
hoped that an additional program could have been developed to access the DEOC 
coirpetencies referenced with the Pennsylvania Scope of Instruction for 
marketing and Distributive Education in addition to an Pipple version. Such 
programs proved to be so sc^isticated to develc^ that time and funding had 
e>^ired and also funding to extend the project was not available. Ccitputer 
programs determined that the Apple version would be difficult to develcp 
because the Apple computer does not have the capacity to run this 
sc^jhisticated program. 

Sample 

ITie sample consisted of all 134 secondary marketing education teachers 
in the Ccramonwealth of Pennsylvania listed in the most recent (1986) 
Pennsylvania Marketing Education Association Directory. Their participation 
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was arranged through the cooperative efforts of the officers of the 
Pejnnsylvania Marketing Education Association and Mr. E. H. F'yler, Marketing 
Education Super^risor, Cosonmonwealth of Pennsylvania, Department of Education. 

Ihree surveys were returned by schools that discontinued their programs. 
A total of 90 (70 percent) surveys were returned, however, seven were not 
usable because of missing data; therefore, a total of 893 (63 percent) 
surveys were usable for the study. 

The mean age of the sairple was 41.48 years, 58.9 percent of the 
population were males and 41.7 percent were females. The majority (68.9 
percent) of the teachers had earned Master's Degrees with 25.5 percent 
possessing Bachelor's Degrees and 5.6 percent had a Doctor's Degree. The 
cQirprehensive schools were r^resented by 46.7 percent of the sanple and the 
Area Vocational Technical Schools (AVTS) accounted for 43.3 percent of the 
teachers. The mean years of teaching marketing was l'<1.02 with 13.3 percent 
conducting a one year program, the majority (55.6 percent) tau^t in a two 
year program, and teachers with the one year program accounted for 31.1 
percent of the sarrple. 

Most of the schools (40 percent) were located in suburbs (outside city 
limits) with 23.3 percent representing urban (city) schools and 36.7 percent 
in rural (farm) conmunities. Western Pennsylvania represented 55.6 percent 
of secondary marketing programs. Central Pennsylvania accounted for 20 
percent of the programs, and 24.4 percent were located in Eastern 
Pennsylvania. 

The majority (61.1 percent) of the teachers prefer to use the IDEOC 
curriculum materials as suj^lemental activities with 16.7 percent utilizing 
it as their core curriculum; 20 percent have chosen not to use it. Ihe IDECX: 
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instractional levels.' are not followed by 18.9 percent of the teachers while 
26.7 percent teach Entry Level (beginning) ccirpetenoies, 32.2 percent direct 
their prograns toward Career Sustaining (job maintenance) skills, 8.9 perx:ent 
teach Marketing Supervisor (management) skills, and the Manager-Entrepreneur 
(ownership) , post-secondary, level is not taught by the teachers in the 
sairple. 

Pcooediires 

On January 8th, 1988, an advisory committee consisting of four 
Pennsylvania secondary marketing education teachers, two retail busirsss 
executives, and two ccsnputer e)q)erts was established. The ccramittee's 
function was to support the rationale of the study and validate the survey. 
Ihe conmittee will meet during the course of the study, as necessary, to 
assist with interpretation and analysis of the data. 

A draft of the survey was mailed to each committee member on January 
8th, requesting initial input for the validation process. The ocmmittee then 
met on January l6th to assist in developing the final draft of the survey. 

curing the week of January 16th, cc^ies of the survey and cover letter 
were printed and envelopes with mailing labels were prepared. The survey was 
mailed to the participants on January 26th along with a request to mail it 
back by February 5th. In order to minimize a low response rate, eac±i 
participant was given a newly developed cojtpetency-based curriculum guide: 
the "IDECC Competencies for the Pennsylvania Scope of Instruction". Also, 
the participants were provided with a postage-paid envelope in which to 
return the survey. 

Ihe participants' school addresses were obtained from the most recent 
(1986) Pennsylvania Marketing Education Association Directory published by 
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the Pennsylvctnia DepartroTit of Education. Each participant was assigned a 
number, based \X[xm his or her name as it aj^)eared in the directory. These 
nurabers were written cxi all surveys for tracing missing responses. By 
February 8th, 40 percent (54) of the surveys were returned, therefore, a 
second mailing was sent on February 12th to the 77 participants v4io had not 
responded. 

Each ^orvey on the second mailing received the saine number in addition 
to the letter "B" to indicate that it was a part of the second mailing. The 
participants were also informed that if the second survey was not received yr/ 
February 26th a telefdione call would be made to each not responding. 

Nineteen additional surveys were received by February 26th, telephone 
calls were made to the 58 participants who did not respond to the second 
request to ccarplete and mail the survey. Two weeks were allotted to receive 
the surveys from this telephone follcw-i:^, and on March 18th, 17 additional 
surveys were received for a total of 90 (69 percent) . Since the 
aforonentioned follow-i^ procedures yielded only 36 surveys, it was 
determined that the reanaining participants were not going to respond; 
therefore, cai March 21st, the final data analysis procedures were initiated. 

The collection of data to perform the reliability of the study began 
with another mailing to 10 percent (13) of the sairple, randonly selected, 
upon receipt of each participant's first survey. The surveys were mailed 
with a cover letter (-i^^)endix 6) and a postage-paid envelc^. Each of these 
surveys were numbered the same as the first but also included the code letter 
"R" to indicate that the participant was involved with determining the 
reliability of the stut^. Only six participants returned this survey and 
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telephone calls to collect the rtemaining seven proved unsuccessful; the 
participants stated that they did not have time to carplete a second survey. 

Major Findings 

Pennsylvania secondary marketing education teachers have from one to 
thirty years teaching e^^ierience with an average of 14.02 years. Most (68.9 
percent) of the teachers have Master's Degrees and teach in suburban 
districts in Western Pennsylvania. The IDECC curriculum is used primarily as 
supplemental material with instruction directed toward entry level 
conpetencies. 

Regarding conputer philosophy, the sample's mean of 3.7 on a rating 
scale of one (low) to five (high) , indicate that Pennsylvania secondary 
marketing education teachers believe that computer usage is important. 
Almost one-fourth (24.4 percent) of the teachers do not have access to 
conpiters and 21.1 percent do not have any software. Despite the lack of 
harxJware and software, attempts are being made to provide for individual and 
small gro^ ocnpiter-assisted instruction. 

Minor Findings 

Ihe mean age of the sample was 41.48 years with 58.9 percent male and 
41.1 percent female. Only 5.6 percent of the teachers possessed a Doctor's 
Degree. Almost half (43.3 percent) of the saitple taught at an Area Vocational 
Itechnical School (AVTS) with the remaining (46.7 percent) representing 
comprehensive hi<^ schools, and only 20 percent of the schools were located 
in Central Pennsylvania. None of the teachers are teaching entrepreneurship, 
the core of our free enterprise system. 
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Regarding ccsrrputer usage, the -^ple II is the most widely used followed 
by the Tandy lOOOSX and the lEM PC. Additionally, only 10 percent of the 
teachers have a modem for transmitting and receiving ccsooputer data via 
telephone. One-fifth (20 percent) of the teachers had access to hardware but 
did not have any instructional software programs. The conputers are used an 
average of 3.8 hours for instruction and 2.1 hours for classrociVprogram 
management. This indicates that the teachers are attenpting to ijonplement the 
use of cortputers despite a lack of equipment and e}^)ertise. 

Discussion and Oonclusions 

This study indicates that Pennsylvania seconcSary marketing education 
teaciiers believe it is iirportant to develop curriculum and manage programs 
with the assistance of conputers, however. Stone (1985) maintains that 
teachers must acquire ccmputer literacy skills. Searle's nation-wide stucty 
(1986) support this study, in that teachers have sanrz access to cosonputers but 
not enou^ to develop operational skills. 

Availability and access to computers, according to the survey, proved to 
be a prdDlem for Pennsylvania secondary msurketing teachers. EXiring visits to 
local hi(^ schools, the teachers revealed that their administrators are not 
always able to purchase the necessary hardware and software. EX^Bois and 
Schubert (1986) support this finding and suggest that schools must readjust 
their priorities in order to provide for more computers to assist the 
students in their learning process. Price's Nominal Group Technique (NGT) 
study (1985) provides a needs assessment model vAiereby teachers and 
administrators can get together to solve curriculum prdDlens. The teachers 
must prepare their students so that they will be able to ccjtpete for jobs in 
business and industry. Heath (1988) concluded that enployers will hire 
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students and graduates with corrputer skills rather than spend valuable time 
and money to train a new enployee. 

At the 1984 National Marketing Education Curriculum Conference in 
Atlanta, Georgia, Stone conducted a stucty with the secondary marketing 
education teachers in attendance, and discovered that not only are coirputers 
critical for r»rketing education, but also, that curriculum develqpment must 
be research oriented. 

RBocmnendations for Further Investigation 

Ihe purpose of this study was to determine if there is any need and 
suf^rt for integrating carputers in a secondary coanopetency-based marketirg 
education program. Ihe response of the teacher-participants, advisory 
camnittee, and related literature review established and sanctioned the need 
for additional irq-ilxy. This study has established the foundation for 
additional research to discover ways of placing more computers in the 
schools, providing in-service training for teachers, and developing 
carpetency-based programs for instruction and program management. 

Products Produced and Their Usage 

As a result of tiiis project, a menu-driven software program was 
developed and includes student, ccarpetency, and classrocny'program management 
data bases. The name of this program is entitled IQQMEXXS, Pennsylvania 
Marketing Education Conputer Curriculum System (enclosed with this report) . 

Ihe results of this project, the product itself, may be used to assist 
Pennsylvania secondary marketing teachers in more efficiently managing their 
programs. Additionally, a list of most used software programs was solicited 
(Appendix 9) frcm the participants and rated frcsn one (low) to five (high) 
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acxording to its usefulness. This list will help teacdiers to determine the 
best suited software programs for marketing education. 

Dissonination 

A demonstration of the program was conduct d at the 1988 Pennsylvania 
Vocational Education Conference and also at tlia 1988 Pennsylvania Marketing 
Education Association meeting at vAiich copies of the program were distributed 
to the participants. Workshops will also be conducted for teachers during 
the 1988-89 academic year. 
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University of Pittsburgh 

SCHOOL OF EDUCATION 

Department of instruction and Learning 



MARKETING EDUCATION 
COMPUTER CURRICULUM PROJECT 
ADVISORY COMMITTEE 
AND STAFF 



Dr. D. Frank Palmieri, Project Director 
University of Pittsburgh 
4K57 Forbes Quadrangle 
Pittsburgh, PA 15260 648-7362 

Lee Miles, Project Coordinator 
University of Pittsburgh 
4K56 Forbes Quadrangle 
Pittsburgh, PA 15260 624-7254 

Dr . John Sche 1 1 
University of Pittsburgh 
4K37 Forbes Quadrangle 
Pittsburgh, PA 15260 624-7253 

Carl Hoburg 

Ulniversity of Pittsburgh 
School of Education 
Forbes Quadrangle 
Dean's Office 

Pittsburgh, PA 15260 648-1759 

Anthony Alviani 

New Brighton High School 

3200 43rd Street 

New Brighton, PA 15066 846-1050 

Harry Le Winter 

McKeesport AVTS 

3600 O'Nei I Boulevard 

McKeesport, PA 15132 664-3698 

Joseph Watkoski 

Norwin Senior High School 

251 McMahon Drive 

North Huntingdon, PA 15642 863-6501 



Terry Dobos 

RGO Supervisor 

Sears Roebuck & Co. 

South Hills Vi I lage 

Pittsburgh, PA 15241 8 1-6558 

Yvonne Vli I I iams 
Kaufmann ' s 

Personnel Department 
400 5th Avenue 

Pittsburgh, PA 15219 232-2134 
E. H. BIyler 

Marketing Education Advisor 
Commonwealth of Pennsylvania 
Department of Education 
333 Market Street 
Harrisburg, PA 17126-0333 
(717) 783-8506 

Joseph P. VIolfe 

Western Region Vocational 

Education Field Service 

Diamond Bui I ding 

I06A West Main Street 

Ligonier, PA 15658 238-9526 

Irvin Tant I inger 

Eastern Westmoreland County AVTS 

849 Hi 1 1 view Avenue 

Latrobe, PA 15650 539-9788 

Joseph Shoppen 
University of Pittsburgh 
School of Education 
Forbes Quadrangle 
Dean's Office 

Pittsburgh, PA 15260 648-1759 
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APPENDIX 2 



Unlversrty of Pittsburgh 



December 2, 1987 

Mr. Anthony Alviani 
1700 Davidson Street 
Aliquippa, PA 15001 

Dear Mr. Alviani : 



Thank you for your willingness to serve as a member of the advisory 
comrrittee of marketing experts for the Marketing Education Computer 
Curriculum Project. The members of the panel include the following: 



Tony Alviani 
Harry LeWinter 
Irvin Tantlinger 
Joseph Watkoski 
Joseph Wolfe 
E. H. Blyler 
Terry Dobos 
Yvonne Wi 1 1 i ams 



New Brighton High School 
McKeesport A.V.T.S. 
E. Westmoreland A.V.T.S. 
Norwin Senior High School 
PDE, Western Region 
PDE, Marketing Advisor 
Sears Roebuck & Company 
Kaufmann's, Downtown Pgh. 



846-1050 
664-369B 
539-9786 
863-6501 
238-9526 
(717)783-8506 
831-6558 
232-2134 



Enclosed is a copy of the objectives and procedu'^ s of the project for 
your information. Enclosed also is a draft copy of a cover letter and 
survey forms for your review. Please make comments and proposed changes 
1n format and content on the survey forms and return them no later than 
December 11, 1987 . We will then make appropriate revisions for content 
val idity of the study and mail the survey fortri to Pennsylvania Marketing 
Education Teachers listed in the current State directory with revisions. 



Please use the enclosed postage-free envelope to return the survey. Your 
expert advice is needed and greatly appreciated to insure success of the 
project. Thank you! 



Sincerely yours, 

Lee Miles, Project Coordinator 



Frank Palmieri, Project Director 



Enclosures 



Pittsburgh pa i626: 
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APPENDIX 4 



UniversltY of Pittsburgh 



SCHOOL OF EDUCATION 
Department of InstrucHon and Learning 



Oapiter QirriculuB ]%oject Survey 
Jaiuary 21, 1988 



DBeir Kirketing In&txuctars, 

Witli ♦•^is survey, the University is responding to your needs for 
curricula. avelopaent utilizing current ooipiter technology to assist 
you in the operation of your marketing program. Hie purpose of this 
Marteting Bducation Oonpiter Curriculun Project is to provide you with 
a ccinpetency based ccnpiter curriculum system using the Marketing and 
Distritutive Education Scope of Instruction for Pennsylvania referenced 
with the oortpetencies identified by the Interstate Distributive 
Education Curriculum Consortium (lEEXX:) . 

Enclosed is a oopy of the "IIXX3C Conpetencies for the Pennsylvania 
Scope of Instruction" v^ch was developed for our use by the Marketing 
Education Resource Center in Ohio. You may keep the ccnpetency list 
for your use in appreciation for your time in ocnpleting and returning 
this survey. 

The enclosed survey has been validated by a conmittee of secondary 
mar)oeting instructors and business people. Your opinion is needed to 
aoconplish the goals of the project. Please ccnplete the survey form 
and mail by February 1, 1988. Use the enclosed envelope or mail to: 



If you have questions about the project or the guesticaTnaire, 
please cedl me or Lse Miles at 412-648-7362. Thank you for your time 
in carpleting and mailing this inportant survey. 



Lee Miles, Marketing Education 
University of Pittsburgh 
4K57 Forbes Quadrangle 
Pittsburgh, PA 15260 



Sincerely yours 




D. Frazik Palmieri 

Marketing Education Coordinator 



Enclosures 



oc: E. H. Blyler 
PITTSBURGH, PA 15260 
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MARKETING EDUCATION 



IDECC COMPETENCIES FOR THE PENNSYLVANIA SCOPE OF INSTRUCTION 

ORIENTATION 



MDE (No competencies; see "Marketing Handbook for the 80's.") 

MARKETING 
0 Definition 

Explain the functions of business, MB:001 

Explain marketing and its importance, MB:003 (EM LAP 5) 

0 Marketi ng Functi ons 

Explain marketing functions and relared activities, MB:009 (EM LAP 6 'i 
Explain the concept of marketing strategies, MB:011 (EM LAP 13) 

0 Channels of Distribution 

Explain the nature and scope of distribution, DS:001 

Explain the nature of channels of distribution, MB:013 (EM LAP 16) 

0 Marketing Goods and Services 

Explain marketing and its importance, MB:0C3 (EM LAP 5) 

Explain the nature of channels of distribution, MB;013 (EM LAP 18) 

CAREERS (No competencies*; see "50-Minute Series.") 

CO-OP 

0 Time Management 

Set personal goals, HR:014 (HR LAPs 6,7) 

Use time management principles, HR:04<a 

DECA (No competencies) 



OPERATIONS 

SAFETY 

Explain the types of risk, RM:001 

Use safety precautions, RM:010 

Use restaurant traffic patterns, RM.-QH 

Explain procedures for handling accidents, RM:012 

CUSTOMER SERVICES 

Explain the nature and scope of product/service planning, PP:001 

Explain critical aspects of business image, PP:002 

Explain the role of customer services, PP:013 

Explain the nature of delivery systems, PP:014 

Explain banking services, PP:015 

Explain restaurant services, PP:016 
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OPERATIONS (cont'd) 

PHYSICAL DISTRIBUTION 
0 Receiving 

Explain the receiving process, DS:004 

Explain stock-handling techniques used in receiving deliveries, DS:005 
Determine processing priorities, 05:006 
Check incoming stock, 03:007 

Reconcile shipping/receiving discrepancies, 0S:008 

Process returned/ damaged product, 0S:009 

Process returns to vendors, 0S:010 

Price mark stock — stamps, tags, tickets, etc., DS:011 

Make and record price changes, 0S:012 

Explain storing considerations, 05:013 

Select appropriate storage equipment, DS:014 

Route stock to selling floor, DS:015 

Maintain pump island supplies, 05:016 

Maintain supplies, condiments, etc., 05:017 

Transfer stock--to/f rom branches, etc., 05:018 

0 Inventory Control 

Maintain stock levels, 05:023 
Complete stock counts, 05:025 
Organize stock counts, 0S:02A 

Explain the nature of inventory control systems, 05:019 

Explain types of unit inventory control systems, 05:022 

Calculate inventory shrinkage, 05:026 

Maintain unit inventory control systems, 05:027 

Explain the nature of dollar inventory control systems, 05:020 

Maintain dollar in^'entory control systems, 05:021 

Complete housekeeping responsibilities, 0P:077 

PERSONNEL ANO TRAINING 

Schedule employees, MN:044 
Maintain personnel records, MN:033 
Develop job classifications, MN:043 
Establish personnel policies, MN:039 
Orient new employees, MN:078 

Exp' the nature of employee training/human resource development, MN:019 
Evaluate employees, MN:021 

Explain the nature of wage and benefit programs, MN:027 

SECURITY 
0 Interior 

Explain routine security precautions, RM:003 

Explain procedures for preventing internal theft, RM:007 

0 Exterior 

Explain routine security precautions, RM:003 

Explain procedures in robbery situation, RM:005 

Explain shoplifting policies/procedures, RM:006 

0 Equipment 

Use fire and safety equipment, RM:008 

(Continued) 
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BASIC SKILLS 

HUMAN RELATIONS 
0 Characteristics of Personality 

Develop personality traits important to business, HR:286 (HR LAP 10) 
Maintain appropriate personal appearance, HR:263 (HR LAP 13) 
Maintain positive attitude, HR:274 (HR LAP 11) 
Demonstrate interest and enthusiasm, HR:303 (HR LAP 20) 
Demonstrate responsible behavior, HR:022 (HR LAP 5) 
Demonstrate honesty and integrity, HR:312 (HR LAP 19) 
Demonstrate orderly and systematic behavior, HR:267 (HR LAP 4) 
Demonstrate initiative, HR:317 (HR LAP 14) 
Demonstrate self-control, HR:294 (HR LAP 18) 
Demonstrate appropriate creativity, HR:296 (HR LAP 15) 
Use feedback for personal growth, HR:295 (HR LAP 3) 
Adjust to change, HR:301 (HR LAP 8) 

0 Respect for Others 

Foster positive working relationships, HR:269 (HR LAPs 1,9) 

Show empathy for others, HR:028 (HR LAP 17) 

Use appropriate asserti veness , HR:021 (HR LAP 16) 

0 Characteristics of Employees 

Develop personality traits important to business, HR:286 (HR LAP 10) 
Maintain appropriate personal appearance, HR:263 (HR LAP 13) 
Demonstrate responsible behavio-, HR:022 (HR LAP 5) 
Demonstrate hones+y and integrity, HR:312 (HR LAP 19) 
Use time management principles, HR:044 

0 Understanding Co-Workers 

Foster positive working relationships, HR:269 (HR LAPs 1,9) 

0 Customer Contact 

Explain the nature of positive customer/client relations, HR:035 

Explain the concept of gratuities, HR:039 

Handle customer inquiries, HR:004 

Direct customer/client to other locations, HR:031 

Handle difficult customers, HR:045 (HR LAP 21) 

Interpret business policies to customers/clients, HR:030 

Handle customer/client complaints, HR:046 (SE LAP 106) 

0 Self-Control 

Demonstrate self-control, HR:294 (HR '.AP 18) 

0 Personality Types (See "Characteristics of Personality," above.) 

0 Personality Development 

Explain the concept of self-understanding, HR:302 (HR LAP 2) 

Explain the concept of self-esteem, HR:023 (HR LAP 12) 

Use feedback for personal growth, HR:295 (HR LAP 3) 

Adjust to change, HR:301 (HR LAP 8) 

Set personal goals, HR:014 (HR LAPs 6,7) 

Use time management principles, HR:044 

COMMUNICATIONS 
0 Types of Communications 

Explain the nature of effective communications, C0:015 
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BASIC SKILLS (cont'd) 



0 Written Communications 

Use proper grammar and vocabulary, C0:004 

Explain the nature of written communications, C0:016 

Write business letters, CO:133 

Prepare simple written reports, C0:094 

Prepare complex written reports, C0:009 

0 Oral Communications 

Use proper grammar and vocabulary, C0:004 

Explain the nature of effective verbal communications, C0:147 

Address people properly, C0:005 

Use telephone in businesslike manner, C0:114 

0 Listening/Following Skills 

Listen to and follow directions, C0:119 



RELATED MATHEMATICS 
0 Review of Fundamentals 

Solve addition problems, MA:097 (MA LAP 41) 
Solve subtraction problems, MA:098 (MA LAP 41) 
Solve multiplication problems, MA:099 (MA LAP 42) 
Solve division problems, MA:100 (MA LAP 42) 

Solve mathematical problems involving fractions, MA:101 (MA LAP 43) 
Solve mathematical problems involving percentages, MA:377 (MA LAP 43) 
Read charts and graphs, MA:113 

Solve first-degree algebraic equations, MA:103 (MA LAP 44) 

0 Sales Transactions 

Calculate tax, discounts, and miscellaneous charges for purchases, MA:089 

Complete sales checks, MA:090 (MA LAP 48) 

Complete charge sale transactions, MA:092 (MA LAP 49) 

Process returns, refunds, and exchanges, MA:094 (MA LAP 45) 

Process layaway/COD sales, MA:093 (MA LAP 46) 

Record and report sales tax, MA:108 

0 Calculating Earnings 

Explain the nature of wage and benefit programs, MN:027 
Develop employee incentive program, MN:012 

c Handling Money 

Make change, MA:386 

Inspect for counterfeit currency, MA:031 
Prepare cash drawers/banks, MA:388 (MA LAP 47) 
Maintain appropriate cash level, MA:047 
Verify/Record cash, MA: 118 
Accept customer/client checks, MA:091 
Complete bank deposits/records, MA:121 



0 Inventory Math 

Calculate inventory shrinkage, DS:026 



Maintain unit inventory control systems, DS:027 
Explain the nature of dollar inventory control systems, DS:020 
Maintain dollar inventory control systems, DS:021 
Calculate merchandi sing-rel ated discounts, PU:013 
Determine final cost of product to company, PU:014 
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BASIC SKILLS (cont'd) 



0 Cash Register/Calculator Operation 
Operate calculator, OP: 133 
Operate register/P.O.S. terminal, MA:095 
Correct register/terminal errors, MA:354 
Close out register/terminal, MA:361 

0 Pricing 

Explain the nature and scope of pricing, PI:001 
Explain factors affecting selling price, PI:002 
Explain the psychological effects of pricing, PI:005 
Calculate break-even points, PI:006 
Explain the nature of company pricing policies, PIiOO-l 
Explain legal considerations of pricing, PI:003 
Establish selling pri ce--managenient, PI:007 
Adjust prices, PI :008 

0 Recordkeeping 

Explain the concept of accounting/finance, MB:005 

Explain the concept of administration, MB:006 

Explain types of records needed for business operations, MN:065 

0 Profit/Loss Stateir^ents 

Calculate net sales, MA:349 

Interpret profit and loss statements, MA:352 

DECISION-MAKING (No competencies) 



MANAGEMENT 



BUSINESS ORGANIZATION 

Explain the concept of private enterprise and business ownership, EC:009 (EM LAP 15) 

Explain the types of ownership, MB:007 

Develop a personnel organizational plan, MN;042 

Develop job classifications, MN:043 

Plan and organize work, MN:723 

SUPERVISION 

0 Characteristics of Supervision 

Explain the concept of management, MB:002 

0 Decision-making Process 

Develop company objecti ves--for mgt. unit, MN:074 
Explain external planning considerations, MN:035 
Establish operating policies, MNi038 

0 Personnel Motivation 

Explain ways to develop a positive working environment, MN:026 
Explain ways to build employee morale, MN:025 
Explain the concept of staff motivation, MN:029 

Explain the relationship of communications with employee motivation, MN:031 
Explain the concept of employee participation in policymaking, MN:041 
Explain the role of leadership in business, MN:030 
Handle employee complaints and grievances, MN:034 

(Continued) 
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MANAGEMENT (cont'd) 



0 Productivity 

Explain the concept of productivity, EC:013 

Explain the concept of division/specialization of labor, EC:014 (EM LAP 21) 
Explain the concept of organized 1 bor and business, EC:015 (EM LAPs 22,23) 

0 Qual ity Control 

Explain applicable grades and standards, PP:019 
Explain warranties and guarantees, PP:020 

Explain consumer protection provisions of appropriate agencies, PP:017 
Explain critical aspects of business image, PP:002 

Explain environmental factors conducive to customer/client satisfaction, PP:010 

0 Scheduling 

Plan and organize work, MN:723 
Schedule employees, MN:044 
Determine hiring needs, MN:734 

FINANCING 

, 0 Financial Institutions (No competencies) 

0 Capital Requirement (No competencies) 

0 Cash Flow (No competencies) 

0 Qualifying for Credit 

Explain the purpose and importance of obtaining credi t--busi ness , Yi'.ud^i 

0 Operating Expenses 

Explain the nature of overhead/operating costs, MN:081 

Explain employee role in expense control, MN:016 

Develop expense-control plans, MN:059 

Explain the nature of operating budgets, MN:083 

Develop sales-support budget, MN:061 

Develop company-wide budget, MN:653 

Use budgets to control operations, MN:063 

Analyze operating results in relation to budget/industry, MN:069 

0 Profit/Risk 

Explain the types of risk, RM:001 

Explain the nature of risk management, RM:002 

Exp' the concept of private enterprise and business ownership, EC:009 LAP 15, 
Explain the concept of risk, EC:01i (EM LAP 8) 

CREDIT 

0 Advantages/Disadvantages of Credit 

Explain the purposes and importance of credit, FI:002 

0 Types of Credit Accounts 

Interpret/Explain credit policies, FI:005 

Explain bank credit cards--such as MasterCard or VISA, FI:006 

Explain installment loans, FI:007 

Explain mortgage loans, Fl:008 
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ERIC 6 41 



sr copy muBiE 



MANAGEMENT (cont'd) 

0 Credit Application Evaluation 

Explain the factors affecting extension of credit, FI:017 

Explain the use of credit bureaus, FI:018 

Explain legal considerations for granting credit, FI:019 

Make credit decisions, FI:020 

Establisli credit policies, Fl:021 

Develop credit application form, FI:022 

Facilitate credit applications, FI:003 

Facilitate business credit applications, FI:004 

0 Credit Approval Procedures 

Complete charge sale transactions, MA:092 (MA LAP 49) 

0 Collection Procedures 

Explain collection considerations, FI:010 

Explain credit statements, Fl:011 

Process customer credit invoices/statements, FI:012 

Analyze customer accounts, Fl:013 

Collect past-due accounts, FI:014 

Arrange extended repayment plan, FI:015 

Close credit accounts, FI:016 

0 Consumer Credit Laws 

Explain legal considerations for granting credit, FI:019 



ECONOMICS 

ECONOMIC FUNDAMENTALS 

Exp' the concept of economics and economic activities, EC:001 (EM LAP 1) 
Explain the types of systems, EC:007 

Explain the concept of economic resources, EC:003 (EM LAP 4) 

Explain the concept of economic goods ard services, EC:002 (EM LAP 2) 

Explain the nature of international trade, EC:016 (EM LAP 24) 

NATIONAL ECONOMY 

Exp' the concept of private enterprise and business ownership, EC:009 (EM LAP 15) 
Explain the relationship of business and society, MB:008 
Explain the relationship of government and business, EC:008 (EM LAP 16) 
Explain the concept of Gross National Product, EC:017 (EM LAP 19) 

MARKETING FUNDAMENTALS 

Explain marketing functions and related activities, MB:009 (EM LAP 6) 

Explain the nature of channels of distribution, MB:013 (EM LAP 18) 

Explain the concept of market and market identification, MB:012 (EM LAP 12) 

Explain the concept of marketing strategies, MB:011 (EM LAP 13) 

Explain marketing and its importance, MB:003 (EM LAP 5) 

Explain the concept of business cycles, EC:018 (EM LAP 20) 

Explain the concept of supply and demand, EC:005 (EM LAP 10) 

Explain the concept of competition, EC:012 (EM LAP 11) 

ORGANIZED LABOR 

Explain the concept of division/specialization of labor, EC:014 (EM LAP 21) 
Explain the concept of organized labor and business, EC:015 (EM LAPs 22,23) 

(Continued) 
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ENTREPRENEURSHIP 

SMALL BUSINESS 

Exp' the concept of private enterprise and business ownership, EC:009 (EM LAP 15) 
Explain the types of ownership, MB:007 
Explain the concept of competition, EC:012 (EM LAP 11) 
Explain the functions of business, MB:001 
■ Explain external planning considerations, MN:035 
Explain legal considerations for company operation, MN:036 

RESEARCH/PLANNING 
0 Target Market 

Explain the concept of market and market identification, MB:012 (EM LAP 12) 
Interpret market demand, IM:005 
Determine sales potential, IM:007 

0 Business Location 

Explain business location considerations, PP:011 

r Marketing Strategy 

Explain the concept of marketing strategies, MB:011 (EM LAP 13) 
Explain marketing functions and related activities, MB:Q09 (EM LAP 6) 

0 Evaluating Marketing Research 

Explain the nature and scope of marketing-information management, 1M:001 

Explain the nature of demand analysis, IM:002 

Explain the nature of sales forecasting, IM:003 

Interpret trends in sales volume, IM:004 

Interpret market demand, IM:005 

Detennine sales potential, IM:007 

Interpret factors affecting market share, IM:008 

Forecast sales, IM:009 

0 Evaluating Operation 

Analyze operating results in relation to budget/industry, MN:069 
Explain types of records needed for business operations, MN:065 
Evaluate n^edia/advertising effectiveness, PR:013 

0 Develop Bi ntiiS Plan 

Explair nature and scope of distribution, DS:001 

Explair -^■■.re and scope of finance, FI:001 

Explain t '^es and importance of credit, FI:002 

Explain the . and scope of marketing-information management, IM:00i 

Forecast sales, ^^1009 

Explain the nature and scope of pricing, PI:001 
Establish selling price--management , PI:007 

Explain the nature and scope of product/service planning, PP:001 

Explain the role of promotion, PRiOOl 

Explain the nature of a promotional program, PR:073 

Determine promotional policy, PR:069 

Explain the nature and scope of purchasing, PU:001 

Prepare buying plan, PU:010 

Explain the nature of risk management, RM:002 

Explain company selling policies, SE:932 

Develop company objecti ves--for management unit, MN:074 

Explain legal considerations for company operation, MN:036 

Establish operating policies, MN:038 

(Continued) 
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ENTREPRENEURSHIP (cont'd) 
REGULATIONS 

Explain the relationship of business and society, MB:008 (EM LAP 17) 

Explain the relationship of government and business, EC:008 (EM LAP 16) 

Explain legal considerations for company operation, MN:036 

Explain consumer protection provisions of appropriate agencies, PP:017 

Explain restaurant health and sanitation laws, PP:018 

Handle customer/client complaints, HR:046 (SE LAP 106) 

FINANCING 

Calculate net sales, MA:349 

Interpret profit and loss statements, MA:352 

Explain the nature and scope of finance, FI:001 

Explain the purpose and importance of obtaining credit-business, FI;023 
Explain types of records needed for business operations, MN:065 

EMPLOYMENT PREPARATION 

JOB ACQUISITION (Also, see "50-Minute Series.") 
Write business letters, C0:133 

Explain the nature of effective communications, C0:015 

Use proper grammar and vocabulary, C0:004 

Explain the nature of effective verbal communications, 00:147 

Address people properly, C0:005 

Use telephone in businesslike manner, C0:114 

JOB RETENTION 

0 Positive Attitude 

Develop personality traits important to business, HR:286 
Maintain posit attitude, HR:274 (HR LAP 11) 
Demonstrate i^ st and enthusiasm, HR:303 (HR LAP 20) 

0 Updated Skills and Knowledge 

Explain the use of trade journals/periodicals, 00:001 
Explain the role of professional/trade organizations, 0D:OO2 

0 Employer/Employee Communication 

Listen to and follow directions, 00:119 

Explain the nature of staff communications, 00:014 

Explain the use of i nter-departmental /company communications, 00:011 

Explain the use of employee publications, 00:013 

0 Employee Responsibilities (No competencies) 

LABOR REGULATIONS 

Explain the concept of organized labor and business, E0:015 (EM LAPS 22,23) 

Use safety precautions, RM:010 

Explain procedures for handling accidents, RM:012 

WORK ETHIOS 

Demonstrate responsible behavior, HR:022 (HR LAP 5) 

Demonstrate honesty and integrity, HR:312 (HR LAP 19) 

Demonstrate orderly and systematic behavior, HR:267 (HR LAP 4) 

Demonstrate initiative, HR:317 (HR LAP 14) 

Foster positive working relationships, HR:269 (HR LAPS 1,9) 
Show empathy for others, HR:028 (HR LAP 17) 
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COOPERATIVE WORK EXPERIENCE 

JOB ANALYSIS (Also, see "50-Minute Series.") 
0 Characteristics of a Good Employee 

Develop personality traits important to business, HR:286 (HR LAP 10) 
Maintain appropriate personal appearance, HR:263 (HR LAP 13) 
Maintain positive attitude, HR:274 (HR LAP 11) 
Demonstrate interest and enthusiasm, HR:303 (HR LAP 20) 
Demonstrate responsible behavior, HR:022 (HR LAP 5) 
Demonstrate honesty and integrity, HR:312 (HR LAP 19) 
Demonstrate orderly and systematic behavior, HR:267 (HR LAP 4) 
Demonstrate initiative, HR'.317 (HR LAP 14) 
Demonstrate self-control, HR:294 (HR LAP 18) 
Demonstrate appropriate creativity, HR:296 (HR LAP 15) 

0 Getting Along With Co-Workers/Customers 

Foster positive working relationships, HR:269 (HR LAPs 1,9) 

Explain the nature of positive customer/client relations, HR:035 

Explain management's role in customer relations, HR:038 

Show empathy for others, HR:028 (HR LAP 13) 

Use appropriate asserti veness , HR:021 (HR LAP 16) 

Handle difficult customers, HR:045 (HR LAP 21) 

0 Job Descriptions 

Develop job classifications, MN:043 

0 Work Rules (No competencies) 

0 Organizational Structure 

Develop a personnel organizational plan, MN:042 

0 Study Habits (No competencies; see "50-Minute Series.") 

0 Safety 

Use safety precautions, RM:010 

Explain procedures for handling accidents, RM:012 

EVALUATION (No competencies) 

BUSINESS/EDUCATION RELATIONS (No competencies) 



MERCHANDISING 

SELLING 
0 Types 

Explain the nature and scope of distribution, DS:001 

Explain the nature of channels of distribution, MB:013 (EM LAP 18) 

Explain the purpose and importance of selling, SE:017 

0 Product Knowledge 

Obtain product information from sources on/with the item, SE:011 (SE LAP 104) 
' Use company promotional material for selling information, SE:012 

Explain services and terms being advertised by competitors, SE:052 
Obtain product information from appropriate individuals, SE:010 
Obtain product information from appropriate i ndi vidual s--management , SE:045 
Explain the use of brand names in selling, SE:019 

(Continued) 
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MERCHANDISING (cont'd) 

0 Buying Motives 

Address needs of Individual personalities, SE:810 (SE LAP 112) 

Use buying motives as basis of sales presentation, SE:883 (SE LAPs 102,109) 

Facilitate customer buying decisions, SE:811 (SE LAP 108) 

Explain key factors in building a clientele, SE;828 

0 Consumer Behavior 

Address needs of individual personalities, SE:810 (SE LAP 112) 

Use buying motives as basis of sales presentation, SE:883 (SE LAPs 102,109) 

Explain the nature and scope of marketing-information management, IM:001 

Explain the nature of demand analysis, IM:002 

Interpret market demand, IM;005 

0 Customer Wants/Needs 

Explain the purpose and importance selling, SE;017 

Address needs of individual personalities, SE:810 (SE LAP 112) 

Use buying motives as basis of sales presentation, SE:883 (SE LAPs 102,109) 

Question/Probe for information, SE:024 

Question/Probe for i nf ormati on--advanced, SE:042 

Use feature/benefit selling, SE:B73 (SE LAP 113) 

0 Steps in a Sale 

Explain the selling process, SE:048 

Open the sales presentation, SE:869 (SE LAP 101) 

Question/Probe for information, SE:024 

Question/Probe for information--advanced, SE:042 

Suggest product substitutions, SE:871 (SE LAP 111) 

Demonstrate product, SE:893 (SE LAP 103) 

Use feature-benefit selling, SE:873 (SE LAP 113) 

Explain features/benefits of menu items, SE:036 

Handle customer/client objections, SE:874 (SE LAP 100) 

Close the sale, SE:895 (SE LAP 107) 

Use suggestion selling, SE:875 (SE LAP 110) 

Sell product/service, SE:046 

Explain follow-up techniques, SE;057 

Maintain/Use customer/prospect list, SE:001 

BUYING 
0 Merchandi se PI an 

Explain the nature of merchandising pi ans--budget!i , PU;019 
Plan stock, PU:020 
Plan reductions, PU:021 
Plan purchases, PU:022 
Plan gross margin, PU:023 

Prepare/Review merchandising pi ans--budgets , PU;025 
0 Market Research 

Explain the nature and scope of marketing-information management, IM:001 

Explain the nature of demand analysis, IM:002 

Explain the nature of sales forecasting, IM:003 

Interpret trends in sales volume, IM:004 

Interpret market demand, IMiOOS 

Determine sales potential, IM:007 

Interpret factors affecting market share, IM:008 

Forecast sales, IM:009 

/ n (Continued) 
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MERCHANDISING (cont'd) 



0 Merchandise Selection 

Explain the nature and scope of purchasing, PU:001 

Explain company buying/purchasing policies, PU:002 

f.xplain the nature of buying process, PU:003 

Determine what to buy, PU:004 

Determine quantities to buy, PU:005 

Determine when to buy, PU:006 

Prepare buying plan, PU:010 

Plan buying trip, PU:011 

Analyze/Select appropriate products, PU:012 

Calculate merchandi si ng-rel ated discounts, PU:013 

Determine final cost of product to company, PU:01A 

Order merchandise, PU:015 

Schedule regular product deli/eries, PU:016 

Authorize payments for merchandise, PU:017 

Analyze proposed purchases, PU:018 

0 Vendor Selection 

Explain the nature of buyer reputation/vendor relationships, PU:007 
Choose vendors/resources, PU:008 

0 Pricing 

Explain the nature and scope of pricing, PI:001 
Explain factors affecting selling price, PI:002 
Explain the psychological effects of pricing, PI:005 
Calculate break-even points, PI:006 
Explain the nature of company pricing policies, PI:004 
Explain legal considerations of pricing, PI:003 
Establish selling pri ce--management , PI:007 
Adjust prices, PI:008 

SALES PROMOTION: ADVERTISING 
0 Types 

Explain the rolt? of promotion, PR:001 
Explain the types of promotion, l-R:002 

Explain the conctpt of promotional mix, PR:003 (EM LAP 14) 

0 Advertising Components 

Explain the concept of promotional mix, PR:003 (EM LAP 14) 

Explain the use of brands and trademarks, PR:004 

Explain t^e use of slogans, PR:005 

Explain parts of a print advertisement, PR:014 

Develop advertising headlines, PR:015 

Prepare (print) advertising copy, PR:016 

Select advertising illustrations, PR:017 

Develop advertising layouts, PR:018 

Explain the use of color in advertising, PR:019 

Select type style for print advertisements, PR:020 

Check advertising proofs, PR:021 

Explain the capabilities of common printing techniques, PR:022 

0 Advertising Budget 

Prepare advertising budget, PR:070 

Seek cooperative advertising/promotional materials, PR:071 

(Continued) 
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MERCHANDISING (cont'd) 



0 Media 

Explain the types of media, PR:007 
Explain types of media used by competitors, PR:008 
Calculate media costs, PR:009 
Select promotional media, PR:010 
Contract for newspaper advertising, PR:011 
Contract for broadcast advertising, PR:012 
Evaluate media/advertising effectiveness, PR:013 

0 Advertising Plan 

Explain the nature of a promotional program, PR:073 
Select merchandise for promotion, PR:074 
Use past advertisements for promotional planning, PR:075 
Coordinate promotional activities, PR:076 
Plan/Schedule displays/themes with management, PR:077 
Coordinate promotional and selling activities, PR:078 
Develop a comprehensive, company-wide promotional program, PR:079 
Use advertising agency, PR:080 
Explain the use of advertising agencies, PR:081 
Determine promotional policy, PR:069 

SALES PROMOTION: VISUAL MERCHANDISING 
0 Types/Classifications 

Explain the use of visual merchandising, PR:023 
Explain the use of visual merchandising to create image, PR:024 
Exp' the relationship of merchandising and visual merchandi si ng--di spl ay 

0 Display Concepts 

Explain types of display arrangements, PR:026 

Exp' display techniques that encourage identif'n with client, PR:027 
Develop color scheme, PR:029 
Construct display backgrounds, PR:030 
Select and use display fixtures, PR:031 
Explain the use of vendor support/display aids, PR:032 
Explain supply and fixture purchase considerations, PR:033 
Explain sign printing/production procedures, PR:034 
Letter display signs, PR:035 
Design display signs, PR:036 
Design preliminary display sets, PR:037 
Design speci al -purpose displays, PR:038 
Explain assembly considerations, PR:040 
Prepare rr.erchandi se for display, PR:041 
Arrange display products, PR:042 
Dress and assemble mannequins, PR:043 
Adjust/Install display lighting, PR:044 
Maintain display workshop area, PR:045 

Explain recordkeeping procedures for display storage, PR:046 
Assemble displays, PR:0^7 
Inspect/Approve displays, PR:049 
Maintain display records, PR:050 
Explain the use of display evaluation, PR:051 
Maintain displays, PR:052 
Care for live plants, PR:053 
Dismantle displays, PR:054 
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MERCHANDISING (cont'd) 

0 Display Plan 

Explain the nature of a promotional program, PR:073 

Select merchandise for promotion, PR:074 

Use past advertisements for promotional planning, PR:07^ 

Coordinate promotional activities, PR:076 

Plan/Schedule displays/themes with management, PR:077 

Coordinate promotional and selling activities, PR:078 

Develop a comprehensive, company-wide promotional program, PR:079 

0 Display Budget 

Prepare advertising budget, PR:070 

Seek cooperative advertising/promotional materials, PR:071 

0 Materi al s and Tool s 

Select and use display fixtures, PR:031 

Explain the use of vendor support/display aids, PR:032 

Explain supply and fixture purchase considerations, PR:033 

Explain sign printing/production procedures, PR:034 

Dress and assemble mannequins, PR:043 

Adjust/Install display lighting, PR:044 

Care for live plants, PR:053 

ELECTRONIC MARKETING* 

Explain the utilization of computers in marketing, 0P:126 

*Most of these concepts are integrated into competencies and LAPs as appropriate. For 
example, "purchasing" competencies will discuss computer usage in detail. Similar 
approaches in "marketing-information management" and throughout system. 
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LEADERSHIP (No competencies; see "Business Quiz" software for "parliamentary procedure.") 
COMPETITIVE EVENTS (No competencies) 

COMMUNITY INVOLVEMENT 
0 Publ ic Rel ations 

Promote through bl icity/publ ic relations, PR:055 

Explain the nat ■ of company participation in community activities, PR:056 
Write (publicity/ news release, PR:057 
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UnWersity of Pittsburgh 

SCHOOL OF EDUCATION 

Department of Instruction and Uarnlng 



February 16, 1988 



Dear K.- m,^ Teacher, 



Thanl^ u for completinc the Marketing Education Computer Curriculurr 
FfO.ie Survey rr.ailed to you recently. 

Conctrninc statistical methods for research, deterrrininc reliability of 
a survey requires 10-; of the sample to complete the instrument a second 
tirr>e You have been selected, using a randorr number table, to participate 
in this process. ^ ^ ^ 

Your continued support and cooperation is most appreciated. 
Sincerely, 



Lee Miles 

Project Coordinator 



LM/mr 
Enclosures 
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APPENDIX 7 



University of Pittsburgh 

Pennsylvania Secondary Marketing Teachers 
FPcv ' Miles, Marketing Education 

.ATE February 8» 1983 
sjc.'tc Computer Curriculum Project Survey 



This nerto is just a reninder that your Survey has not been receivec, 
howevei", if you have nailed it please disregard this nenc. 

Please keep in nind that Pennsylvania's narketinc teachers will benefit 
frorr, this research. Results w'ill be disserinated before the end o' tne 
19o7-193c school year. 

This reT.inder will be followed by a phone call if your survey is not 
received by February 22, 198£. For your convenience, another survey is 
encloseo along with a postage paid envelope for nailing. 

If you have any questions please feel free to call. 

Thank you. 



Lee Miles, Marketing Education (412) 648-7362 

University of Pittsburgh 
4K57 Forbes Quadrangle 
Pittsburgh, Pennsylvania lb260 
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APPENDIX 8 



University of Pittsburgh 



FROr.' 



TO 



Marketinn Education Computer Curriculun Project Advisory Comnittee 
Lee Miles, Project Coordinator 



DATL 



January 5, 1938 



SUBJECT 



Corrr.i ttee Meeting 



Our firs; mc-eting, as a group, will be held: 

l.'nerc: University of Pittsburah 
^Kji Forbes Ouadrangle 

When: Saturday, January IC, 193L 

Tint : 9:00 A'-' - 1^:00 NOON 

Tne purpose of the neetino is to discuss the project survey before nailing 
it to the teachers. 

Free parking has been arranged in the garage below Forbes Quadrangle. Please 
bring the enclosed parking perr.it v/ith you. You MUST have this perrit in orde 
to park at this location. 

If you have any questions please call me or Dr. Palmieri at 648-73G2. 
Thank you for your interest and cooperation. 
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University of Pittsburgh 

MARKETING EDUCATION 
COMPUTER CURRICULUM PROJECT 

ADVISORY COMMITTEE MEETING 

January 16, 1988 University of Pittsburgh 

9:00 AM - 12:00 Noon 4M51 Forbes Quadrangle 

AGENDA 

Registration/Continental Breakfast Lee Miles 

Introduction of Committee Members Lee Miles 

Oblectives and Procedures of Project Dr. Palmieri 

Purpose of Meeting Dr. Palmieri 

Discussion/Approval of Evaluation Instrument Dr. Palmieri 

Lee Miles 

Break 

Discussion: "What can be done in schools with the use 

of computers and software development?" .... Dr. John Schell 

Carl Hoburg 

Discussion: In-school computer development and 

scheduling of schools Lee Miles 

Summary/Questions 

Schedule Next Meeting 

Adjournment 
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ERXC PITTSBURGH. PA 15260 



University of Pittsburgh 

TO Marketing Education Computer Curriculurr Project Advisory Comrittee 

y 

FROf.' 'Lee Miles, Project Coordinator 

DATE February 5, 196& 

SUBJECT Advisory ComiTiittee Meeting *>2 



Our next meefing will be held: 

Wher: Feb^-uary 27, 193S 2; 3" 
W!*.ere; 4M51 Forbes Oucdrannie, 
University of Pi ttsbu'-q'-. 



Ter.tati ve Aqende : 

Correlation of instrument variables-. 

Discussion of results to date, 

On site testing, planning and i mpl err^ientation . 



Please call at 645-735^ Only to Cancel. 

A parkinq De>*n-it is enclosed fo^ free oarkinc in t'^e na>*aoe unde^ 
the Forbes Quaarangle building. 



ERIC 
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University of Pittsburgh 



SCHOOL OF EDUCATION 
Department of Instruction and Learning 



MARKETING EDUCATION 
COMPUTER CURRICULUM PROJECT 



ADVISOPY COM^'.ITTCE 
MEETING 



February 27, 19'j8 
2:30 PK 



University of Pittsburgh 
4M51 Forbes Quadrangle 



AGENDA 



Introduction 



Survey Accounting 



Report of School Visits 
Hardware in Place 
Use of Hardware 
Use of Software 



Preliminary Results/Trends 
Procedures 
Age/Sex Variable 
Instructional Levels 



Programring 

IDECC Competencies-Scope of Instructi 



SunfTiary 

Final Project Format 
This Year: Testing 

Next Year: Development and Follow Up 



Schedule Next Meeting/Adjournment ^^ST COPV AVAILABLE 



University of Pittsburgh 



7C KarVctin^ Educoiior Computer Curriculurr 

^i/ rrcje-ct AdviFory Commttet 
FROU'V^' Let Hile.^» Project Coordinator 

S'jE-jlCT April Advisory Comr.it tee Meeting 

Just a reiT.inder that our ne>;t meeting* vill be held 
When: April 9, 1968 

Where: The I'mversity of Pittsburgh 
4M:>1 Forbes Quadrangle 

iimc: 9:00 a. TT:. - 12:00 noon 

Agenda; Rtf^ort and Dxscus^ion of Survey Data 

Future Related Proiects 



Enclosed is a parking permit to be used in the garage beneath 
Forbes Quadrangle. 

Continental breakfast will be served. 

Please call me or Dr. Paltnieri only to canc^el at 648-73t)l. 
Thank vou . 
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University of Pittsburgh 



KARKETIN3 EDUCATION 
COMPUTER CURRICULUN. PROJECT 



ADVISORY COMMITTEE MEETING 



ADril 19^S 

9jOO am - 12:00 NOON 



University of Pittsburgh 
4M51 Forbes Quadrangle 



AGENDA 



Continental Breakfast 

Progres!: Report 

Project Statistics 

Demonstration 

Computer Prograin To Date 

Discussion/Summary 

Future Research in Marketing Education 
Schedule Next Meeting 
Ad journ 
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UniversitY of Pittsburgh 



SCHOOL OF EDUCATION 
Department of Instruction and Learning 



Continental Breakfast 
Wei come 

Project Update 

Curricul urn 'Software Development 

Introduction & Description 
Features! Including sample screens) 
Set Up 

Competency Data Base 
Student Data Base 
Reports 

Field Test Computer Software 
Summar)' & Projected Outcomes 
Next Meeting 

Adjournment 



MARKETING EDUCATION 
COMPUTER CURRICULUM PROJECT 



ADVISORY COMMITTEE 
MEETING 



May 21, 198S 

9:00 AM - 12:0C NOON 



University of Pittsburgh 
4M51 Forbes Quadrangle 



AGENDA 



ERIC 
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University of Pittsburgh 

SCHOOL or EDUCATION 

Department of Instruction nnd U-arnlnj: 



TO: Marketing Education Compuler Curriculum 

.Project Advisory Conmittee 

FROM: >■■ Lee Miles, Project Coordinator 

DATE: May 16, 1988 

SUBJECT: May Advisory Committee Meeting 

Just a reminder that our next meeting will be held: 

WHEN: Saturday, May 21, 1988 

WHERE: The University of Pittsburgh 
4M5I Forbes Quadrangle 

TIME: 9:00 a.m. - 12:00 Noon 

AGENDA : DEVELOPMENT OF PROJECT TO DATE 

FIELD TEST ING 



Enclosed Is a Parking Permit to be used in the garage 
under Forbes Quadrangle. 



Continental Breakfast will be served. 



Please call me or Dr. Palmier i only to cancel - 648-7362. 



PnT^HUKuH. PA 152bP 
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APPENDIX 9 



REPORT AND EVALUATION OF COMPUTER SOFTWARE 
Title of Software High Degree Low Degree 







5 - 


CertI f icate Maker 


(Mean) 


5.00 


Resume Wr iter 




5.00 


PFS Write (Word Processing) 




5.00 


Print Shop 




4.75 


Typing Tutor 




4.66 


Peanut Butter Factory 




4.50 


Resumes Made Easy 




4.50 


Apple Works 




4.43 


Jeans Factory 




4.20 


Enterprise Sandwich Shop 




3.83 


Computerized Inventory Procedure 




3.80 


Gadgetron ICS 




3.67 


Lotus 1, 2, 3 




3.50 


Inventory Control and Budgeting 




3.00 


Word Star Pro 




2.34 


Word Perfect 




2.30 
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